Under reducing domestic demand for food in Ukraine and increasing dependence on the world food market, a significant part of quasi-price rent from its sale is assigned by intermediary exporters, thus reducing the welfare of domestic commodity producers and consumers. To mitigate this negative effect, it is necessary to have a carefully designed marketing business strategy. The purpose of this article is to summarize the practice of using the main elements of the marketing complex, analyze the effective management of marketing activities of agricultural producers in Ukraine and determine the main directions for increasing its effectiveness by establishing marketing relations for the product supply. Given the large area of Ukraine and the complexity to obtain monographic data that are not subject to monitoring by the State Statistics Service, the study was conducted using agricultural enterprises of the typical agricultural district, namely Khrystynivka district of Cherkasy region (Ukraine) as an example. It is revealed that the use of marketing tools by agricultural enterprises is limited due to the specifics of commodity products and the managers' focus on short-term business goals. The analysis of forming and realizing the marketing complex of the district enterprises using the monographic method has shown that enterprises systematically use only elements such as commodity policy and distribution policy, while relying exclusively on retrospective marketing data. Significant increase in the return on marketing costs in the short term can only be achieved if formal or informal associations of commodity producers are formed on a functional-territorial basis. This will create a scale effect and allow each member to reduce transaction costs and get an additional premium. It is proved that while conducting administrative-territorial reform in Ukraine, it is most appropriate to form such associations within the boundaries of the united territorial communities.
INTRODUCTION
Agriculture plays an essential role in the Ukrainian economy development. Over the past three years, about 17% of all employed in the economy accounted for agriculture, generating about 12% of the country's GDP and providing over 30% of export revenues. But the profitability of agricultural enterprises even within the same district is significantly different, which is largely due to the level of organization of their management and marketing performance management. State Statistics Service of Ukraine data confirm this statement. In the first quarter of 2018, according to the results of the survey among agricultural enterprises managers, the factors inhibiting their activities were: labor shortage -3%; lack of materials and equipment -3%; insufficient demand -9%; weather conditions -26%; financial constraints -28%; nothing inhibits -34% (State Statistics Service of Ukraine, 2018). Of course, the different influence of these factors is determined by the scale of enterprises' activity, their specialization, the degree of the product portfolio diversification, fluctuations of market prices for products, etc. But of all this is in the strategic and tactical marketing management decisions area.
If, within one country, the natural and climatic conditions vary considerably, and, as a consequence, the specialization of agricultural enterprises may differ to a great extent, then it is similar in the same area in a number of farms. This allows for comparing their relative marketing performance and determine the strategies to improve it.
LITERATURE REVIEW
The formation and development of marketing theory have led to the gradual transfer of its postulates to the agricultural enterprise activities in developed countries. However, according to Meulenberg (1986) , "the evolution of agribusiness marketing approaches to marketing management was somewhat different for the following reasons: individual farmers have limited contacts with the end user and limited ability to manage the marketing mix (price, product, advertising and distribution); agricultural marketing often works within the institutional and technical constraints imposed by government policies; strong attachment of agrarian marketing to economic theory as its scientific background" (Meulenberg, 1986 ). Kohls and Uhl (2002) scrutinize the issue of food products marketing organization. In their study, based on American experience, the main problems of organizing marketing for agricultural products from the manufacturer to the final customer as a whole and for certain types of products are highlighted. We cannot but agree with Opara (2003) that the emphasis of agrarian competition shifts from business to integral chains, thus allowing producers and consumers to monitor the quality and safety of food products. Commodity associations that can unite not only producers, but also intermediaries and consumers play an important role in this process. Their role in food marketing has been analyzed by Cadilhon Jо and Dedieu Marie-Sophie (2011). Gallego-Alvarez, Prado-Lorenzo, Rodríguez-Domínguez, and García-Sánchez (2010), using data from 120 European companies, demonstrated that the environmental and social responsibility policy should be built into marketing strategy of the company, which seeks to increase its share price.
Carillo, Caracciolo, and Cembalo (2017) have proven the importance of coordinating the efforts in shaping marketing sales policies. Using 2008-2011 panel data on Italian farm businesses that specialize in growing durum wheat, the authors conclude that participating in vertically coordinated associations provides farmers with increased sales profitability, or so-called "coordination awards" (Carillo, Caracciolo, & Cembalo, 2017) .
Marketing activities of commodity producers can be coordinated by so-called marketing boards, or those controlled mainly by commodity producers or by the government. The motivation for the government marketing boards creation could be, for example, to protect the interests of (urban) consumers or stimulate exports. They flourished in the 20th century both in developed and developing countries. Beginning in the mid-1980s, their numbers have fallen under the pressure of internal liberalization and international trade rules that increasingly concern agriculture (Barrett & Mutambatsere, 2008) . However, according to Canadian experience of the establishment and operation of non-governmental milk marketing boards, or "self-regulated, hybrid institutions run by producers but requiring government intervention ... that, historically, envision a wider function than simply increasing the rent of producers" (Annie Royer, 2008) , in the current situation, they can also help increase marketing performance of agricultural commodity producers.
Chand (2012) writes about the role of the state in stimulating the development of marketing infrastructure of the agrarian market, in smoothing out the negative impact of market price fluctuations on the world food markets on national producers and consumers. The author used India as an example, which, like Ukraine, is a net exporter of agricultural products (Chand, 2012) .
One can agree with Chemerys (2017) who emphasizes the negative impact of the underdeveloped marketing infrastructure of the Ukrainian agrarian market on the interaction of agricultural commodity producers. But the course taken in Ukraine to liberalize market relations has been reflected in the almost complete removal of the state from the support of domestic farmers, so that the presence of competition will be an impetus for business entities improvement and modernization. Therefore, Larina (2008), Stepanova, Horbas, and Davydova (2017) emphasize the advantages of using agribusiness marketing strategies for diversification as a means of minimizing the risks of activities under such conditions. Soloviov (2008) , Larina (2008) , Ulianchenko and Kosenko (2008) believe that in order to construct a real-world system of agromarketing in Ukraine, a horizontal or vertical union of players in the market is needed on cooperative (Larina, 2008; Soloviov, 2008) or cluster basis (Ulianchenko & Kosenko, 2014) . However, the theoretical model of Agbo, Rousselière, and Salanié (2015) shows that marketing co-operatives can have anticompetitive impact on the direct sales market. And marketing effectiveness in cooperative and non-cooperative marketing channels and production profits may not be very different (Sarker & Ghosh, 2010) .
Literature on the problems of the agrarian marketing organization shows that in developed countries with the established agricultural markets, marketing co-operation or coordination of commodity producers are prevalent. In Ukraine, cooperative marketing at this stage has not become widespread, and marketing activities organization is different and has its own characteristics. Although these publications outline possible promising directions for the agrarian marketing development in Ukraine in the medium to long term, they do not answer the question how to improve marketing activities management of agricultural enterprises in Ukraine, taking into account existing resource and institutional constraints in the short term.
For most small Ukrainian farmers, today's problems that are inherent in the agricultural commodity producers in developing countries continue to be relevant. Namely, farmers usually decide on the product quantity and collect it before finding out at what price it can be sold. This uncertainty in prices makes it difficult for farmers to make optimal decisions about production and harvesting. Additionally, farmers are often limited in choosing where to sell their harvest: some farmers sell only to intermediaries pulling up at the farm gate, others can only sell through their local market (Ferreira, Goh, & Valavi, 2017) . The decision making also depends on the product quality (low quality of used seeds and fertilizers cause low quality of final products); on the product transportation (many rural areas do not have the proper roads, and this creates barriers in transporting the agricultural products to the market); and on the lack of warehouses (Kiruthiga, Karthi, & Daisy, 2015).
RESEARCH OBJECTIVE
The purpose of the article is to generalize practical aspects of organization, analyze the non-cooperative marketing performance of agricultural producers in Ukraine and determine the main ways to increase its effectiveness.
RESEARCH METHODOLOGY
Analysis, system approach, dialectical method of scientific knowledge, fundamental provisions of modern economic theory, marketing, strategic management concept, scientific works of leading academic economists, devoted to the problems of marketing activity management of agricultural commodity producers, make the methodological basis of the research.
To achieve the purpose of the article, theoretical and empirical methods of scientific knowledge were used: analysis -to determine the economic efficiency of marketing activities management of enterprises; grouping and comparing statistical data -to determine the place and role of the economic entities under consideration in the total population of the industry; monographic methodto study the peculiarities of marketing activities of individual enterprises; and abstract-logical method -to summarize the study results.
RESULTS
The choice for a separate district of Cherkasy region (Ukraine) as a research base is because the region is predominantly agrarian. Thus, using only 3.5% of the total national agricultural land, in 2016, it produced 5.9% of gross agricultural products and ranked third among the regions of Ukraine in terms of the production (Statistical Book, 2016) . Khrystynivka district is a typical agricultural area of the region and all its agricultural enterprises predominantly use the same objects of logistic infrastructure.
Marketing effectiveness should be studied based on its main components. Most agricultural producers, as a rule, limit marketing activities to the formation and adjustment of commodity policies.
Farms in Khrystynivka district produce a large range of products (Table 1) , which has a width of a commodity mix of 7, and a length of 4.14. Crop farming is represented by a greater number of commodity items, 22, the overwhelming number of which is produced by almost all the objects under study. Fruit, vegetables and sugar beet, which are produced by one enterprise each, are the exception. Livestock products are produced by 2/3 farms in the region, giving preference to cattle breeding. Pig and sheep farming are practiced by only two farms each, using the bulk of products for their own needs (food for workers).
Via ABC analysis, the products priority of the studied commodity producers in the region is assessed in terms of share of the implementation of assortment units in the total sales according to the 2012-2016 averaged data ( Table 2 ).
According to Table 2 , Group A includes sunflower seeds, milk, grain maize and wheat. These categories account for 22% in the nomenclature, and bring 84% income to farms. Intermediate positions (B) include cattle, rape plant and barley growth. The other 60% of the range is a by-products group (C).
The quality of the products produced is one of the key points in any enterprise commodity policy. Its high level provides farms with a certain level of competitiveness in the market. Commodity producers of Khrystynivka district used the current national standards for the types of products they produce. The analysis of the current state of agricultural products standardization shows that there are 566 national standards in force in the country, of which 64.8% meet the international or European standards. There are 367 current intergovernmental standards, only 4.3% of which were harmonized (Humeniuk, 2014) .
Prices for products of agricultural enterprises are formed under the influence of supply and demand for it. That is why, while having information about their current correlation, it is possible to respond promptly to predicted changes and, accordingly, to sell products with greater profit. In addition, their export-oriented types are affected by the ap- 
propriate international market environment (first of all, it concerns grains and oilseeds). A separate aspect of pricing is the fact that the overwhelming amount of grains and oilseeds and significant proportion of animal meat is marketed through intermediary structures that have their own business interests. It is also necessary to consider the price elasticity factor. In the case when an agricultural enterprise sells products to end consumers, there is a seasonal price fluctuation, another feature that has a significant impact on pricing. In general, the price factor is crucial for farms in the process of selling agricultural products. It directly affects their profit, and accordingly, the technical and technological updating of the production process. Table 3 indicates that in recent years, prices for agricultural products have increased significantly. The main factor that has led to this situation is not the market environment, but the common inflationary processes in Ukraine. However, in terms of product line groups, growth occurred at different rates. Thus, prices for export-oriented products (grains and oilseeds) increased 2.5-3 times (in this case, in addition to the increase in the cost of purchase resources, the effect of the exchange rate difference between the hryvnia and the US dollar was observed), for the domestic market goods, an increase of 1.3-1.8 times took place.
The sale to "other business entities" (the organizations are included that purchase products for further resale, including grain traders) was the main channel for selling grain crops for agricultural enterprises in Khrystynivka district ( Table 4 ). The share of this type of distribution channel varies for different crops, but it is over 90% in recent years. Since for two decades, stock exchange trade has not been properly developed in Ukraine, the lion's share of grain is being sold through other market channels. They are characterized by disorganization, volume and pricing opacity.
For the vast majority of business entities in the region under study, sales contracts are the main documents certifying sales agreements, the content and design of which are often undefined, which leads to difficulties in resolving disputes. Part of the grain is sold without such contracts conclusion. The vast majority of producers in the region do not have necessary grain storage facilities. In addition, they are low-level equipped with appropriate cleaning and drying machines, which adversely affects the bringing of the grain to the necessary basic conditions. All this leads to the fact that many farms are forced to sell grain during harvesting at reduced prices in cash to grain traders' representatives, without spending money on grain transportation and processing. The availability of loan commitments for the future harvest from the past or the beginning of the current year was another factor affecting the sale of part of the production during the harvest period. To a certain extent, a significantly higher level of purchasing prices contributed to the focus on this channel.
The directions indicated in Table 4 are partly regulated grain delivery channels. At the beginning of the period investigated, significant volumes of wheat and maize were sold to the population for the payment of salaries and to shareowners as rental payments. However, in the future, the proportion of these channels began to steadily decrease in favor of business entities. This is explained by the fact that the number of shareholders who live in rural areas, and, consequently, keep the subsistence farming, decreases each year mainly due to demographic factors, and those living in cities prefer not the natural but the monetary terms of the rent. The current marketing channel for cereals is sale on the market or through own stores. It is interesting that farms, at the request of processing enterprises, undertake to produce a specified quantity of cereal grains, and the other party -to purchase it at a certain price.
The structure of oilseed crops produced by agricultural enterprises in Khrystynivka district (Table 5) shows the domination of sales to "other economic entities" with a gradual increase in cooperation between commodity producers and processing enterprises. All crops belonging to this group are export-oriented, but if rape plant and soybeans were found to be mainly in the form of grain abroad, then sunflower seeds are processed products. In recent years, Ukraine has significantly increased the capacity of the oil and fat industry, and especially rape, since the processed products on the international markets are much more profitable. This fact has positively influenced the price offer of traders to agricultural producers, since domestic processing enterprises need more and more raw materials every year. The situation with documenting the facts of buying and selling oilseeds is similar to that of cereals.
Sugar beets and field vegetables are fully sold to targeted processing enterprises. So, beets are sold to LLC Illinetskyi Sugar Plant, while vegetables (cucumbers and tomatoes) are sold to the Haisyn Canning Factory. On the contrary, fruit products are sold in full to retail businesses located in large cities.
Unlike crop products, processing companies are the key selling channel for livestock products (Table 6) . Thus, traditionally, milk produced by agricultural enterprises of Khrystynivka district is practically sold in full at PJSC "Khrystynivskyi Dairy Plant" (Khrystynivka, Cherkasy region) and LLC "Lustdorf" (production facilities are located in Illinka, Vinnytsia region). When forming the price for milk raw materials to sell to the processing enterprises, the time for milk sale takes a considerable pressure. Production of live weight of big cattle meat by farms in the region under study is derived from dairy cattle breeding. The given products are purchased by meat processing enterprises of Cherkasy, Vinnytsia and some other regions almost in full. A small number is sold to business entities (private entrepreneurs working in the food field or retail trade). It is mainly represented by animals that need to be urgently sold because of their injuries. The bulk of live weight of pigs is also sold to the processing enterprises. However, when it comes to big cattle, it is a large business entity, while in the case of pigs, there are processing shops of a local level. In 2014, produc- ers of Khrystynivka district made an attempt to sell pig through the local market and the neighboring markets. However, in the future, they gave up this idea, as additional expenses for bringing the products to the marketable condition and transportation costs were not compensated.
The ratio of individual channels of product sales varies slightly in the studied farms, but the price premium received by commodity producers is significantly different (Figure 1 ). This is explained not only by the differences in the quality parameters of the product and the different period of its sales, but also by the different volumes of batch of homogeneous products formed for sale and the existing contractual relations that are opaque in some cases.
The enterprisers of Khrystynivka district almost do not engage in the promotion of certain types of products on the market. This is due to the fact that, on the one hand, the demand for them is always present, and, on the other hand, they are produced, with similar parameters, by a large number of commodity producers, each of which has a small share in the market. Therefore, placing ads on batches of products for sale on specialized sites (for example, agro-ukraine.com/ua) is the most they do. As a rule, enterprises distribute information about themselves in various industry directories. Traditionally, they take part in local exhibitions (for example, for the Ukraine's Independence day) and Days of the Field. Some farms have their own sites on the Internet, but they themselves pay little attention to them (information is updated ir- regularly; there is no special staff member whose responsibilities include the site maintenance, etc.). However, changing the market conditions and economic relations between its participants is a prerequisite for updating the marketing system of agrarian enterprises. The newest system is formed based on interactive technologies, in particular, selling agricultural products through the Internet. Advantages of using this system in marketing are reduced to the distribution channels optimization, sale costs reduction, increase in the level of sales performance, it also allows for maintaining relationships with regular consumers and attracting new customers, etc.
All agricultural enterprises in Khrystynivka district have no specialized divisions or individual posts whose duties would include the systematic performance of marketing functions. They are executed by farm managers and key specialists within their competence. Thus, the chief agronomist and the chief livestock expert are engaged in the formation of the product range for the coming year. The chief accountant is in charge of price formation and designing sales contracts, and chief engineer and storekeeper are responsible for logistics. Only the executive manager is engaged in communication as an element of the marketing complex. Thus, at the agricultural enterprises, the organizational structure does not meet the marketing principles, which is manifested in the complexity of the internal interaction of services and structural units, limited marketing tools for market analysis, and ineffective management.
Lack of a robust system of information support has a negative impact on the agricultural enterprises performance. Apart from the fact that there are no special employees responsible for collecting market information, there is virtually no software product for processing such data.
According to the Khrystynivka district employers survey, the vast majority of them are not engaged in strategic planning, limited to plans for one year only. They usually represent a production program for the specified period. Instead, the longterm perspective is not clearly expressed and manifests itself only fragmentarily (for example, the purchase of certain equipment samples). However, the introduction of strategic planning at these enterprises has the following advantages: this encourages management to be visionary; generates performance indicators for the next control; promotes a clearer definition of goals, objectives and ways to achieve them; adapts to sudden changes in the market environment; provides a clearer coordination of subdivisions by clearly defining the responsibilities of managers at all levels; contributes to a more efficient resource allocation; reduces the risks of loss of profits as a result of timely assessment and taking possible threats into account.
The size of the enterprise marketing costs determines the possibilities of finding the optimal (according to the price) product sales channel and forming a sound commodity policy in terms of the possibility of forecasting the price market conditions based on the use of information systems for processing marketing information. Consequently, effective marketing costs make it possible to increase profits. But not all marketing costs are effective. In addition, their growth can reduce profits in the short run due to the growth of full cost of production. The connection between the marketing expenses of agricultural enterprises in Khrystynivka district and the volume of their profit can be checked through a simple linear regression model:
where y -dependent variable (profit of enterprises), x -independent variable (marketing costs),
The relationship between the volume of marketing costs and the profit margin of agricultural enterprises in Khrystynivka district is shown in Figure  2 . In order to obtain a more reliable regression dependence equation, data for 10 years (2007-2016) were taken.
Given that the trend line is increasing (see Figure  2) , there is a positive linear dependence between the parameters analyzed. Consequently, the volume of marketing costs affects the profit of the investigated agricultural enterprises. Proceeding from the obtained equation, in the absence of marketing costs, enterprises will suffer losses. Using Microsoft Excel and the Data Analysis Addin, Table 7 presents the regression statistics results.
According to Table 7 , the determination coefficient is 0.733241 or 73.3%. Accordingly, profit growth of 73.3% is associated with an increase in marketing costs of enterprises. Since the obtained value of significance F (0,001562931) is significantly less than 0.05, the model is significant.
The size of marketing costs accounting for individual products depends on their sales. Table  8 gives information on the share of marketing costs in full cost of production. On average, they occupy about 10% of households. However, in the field of crop production, the indicator was slightly higher than that of livestock production. Considering them in terms of product types and individual years, one should note its instability, which is related, first of all, to the qualitative parameters of the products and their compliance with the normative values given in the standards. The amount of profit is, first of all, an indicator of the agricultural enterprises efficiency. In general, in terms of the enterprises under study, on average for the period 2012-2016, about 93% of products belong to the crop production ( Table 9) . From the given index, 44% are accounted for sunflower seeds, 27.5% for grain maize, and 12.6% for winter wheat. The most unprofitable categories of product range of farms belong to the livestock sector, namely the live weight of cattle and other livestock products (-8.7% and 3.9%, respectively), but they are covered by the proceeds from the sale of milk (20.3%), which ensures a positive level of the industry efficiency as a whole. During the period 2012-2016, the indicator of marketing performance of Khrystynivka district farms increased almost three times (Table 10 ). The size of the cash flow, representing the amount of profits and depreciation, increased more than five times, but the growth of sales prices under the influence of inflationary processes in the country was the main factor. Such rapid growth has led to reducing marketing costs in the amount of UAH 1,000 (by 33.9%). Another factor was the reduction of enterprise costs to find the most attractive channels for product distribution and promotion. Positive trends in the marketing performance indicators are observed in the field of crop and livestock production. However, these are averaged data. The variability of these relative indicators for individual economic entities for 2016 is as follows: marketing costs for 1,000 UAH of commodity products -27.5%; the coefficient of production and marketing efficiency -42.3%.
The above indicators will be analyzed in terms of types of farm products (Table 11) . Table 11 indicates that the highest marketing performance is observed in the core products for crop enterprises: grain maize and sunflower seeds. As for the livestock sector, milk is the undisputed leader. Calculations show that in the crop production, the variability of the marketing performance indices in some agricultural enterprises of Khrystynivka district, Cherkasy region, is much higher than in livestock production. This is due to the greater variation of the channels used by individual farms to sell crop products, significant differences in its qualitative parameters and, accordingly, the cost of bringing to the market standards.
The analysis of features and assessment of the marketing performance of farms in Khrystynivka district of Cherkasy region suggest that it is impossible to significantly improve its efficiency in the short term at the level of an individual enterprise. To form a robust marketing strategy and to implement all marketing complex functions, it is necessary, first of all, to attract competent marketers who will require appropriate remuneration. But only individual large farms' managers are able to afford such extra costs and consider them feasible. According to the 2017 poll results, only three out of 18 executives are ready to recruit one highly skilled expert. The other respondents consider it inexpedient to introduce an additional staffing unit and rely on their own experience in shaping and implementing a business strategy.
Given that the products are relatively standardized and the product market is competitive, most managers consider the price of commodity products as a market given value at each specific moment of time, and the essence of their pricing policy is reduced to the choice of the most favorable moment of implementation (if possible, the preservation of the product without losing its qualitative characteristics). With regard to the product distribution policy, as already noted, the channels for the implementation of core products vary slightly in farms, but the sale costs vary considerably over the same channels, depending on the batch size and the implementation time.
While forming the commodity policy, marketing research is reduced mainly to a retrospective monitoring of market conditions for core agricultural products, which the farm produces, or can potentially produce, taking climatic conditions into account.
While shaping a communicative policy, the preference is given to establishing effective links with local authorities and communities, as well as situational relations with material resource suppliers and intermediary entities.
Taking into account existing approaches to the organization of marketing activities of agricultural enterprises in Khrystynivka district, Cherkasy region, the creation of formal or informal associations of producers is the main direction of its improvement, which will significantly increase the marketing costs efficiency. In world and domestic practice, such associations operate on the basis of vertical or horizontal integration and are created on a functional (production, sales, service, etc.) or territorial basis. The purpose of their operation is more efficient use of resources and reduction of transaction costs for each participant. Formal associations are most often created as cooperatives, but in Ukraine, the co-operation process has not become widespread because of the following main reasons:
• compulsory participation of the cooperative members in the creation of the property, registration fees and share contributions in the amounts and terms specified in the statute. This reaffirms the fears and unwillingness of future cooperative members to invest in its creation and development;
• the principle of obligatory participation of cooperative members in the economic activity in the agreed volumes is violated. The cooperative members' unwillingness to produce certain products in certain volumes, because each producer tries to focus on the market environment that was formed at a given time;
• unwillingness of the cooperative members to meet the obligations of the cooperative in the part relating to the joint activity;
• violation of the democratic management, which is manifested in the cooperative chairman abuse by his authorities, in violation of the right to equal access to the use of services, in the information protection;
• violation of the pricing principles in cooperatives and timely settlements with cooperative members;
• inadequate qualification and experience of executive staff, small number of executive directors, lack of a separate marketing service, legal support, which results in poor cooperative's sales performance (Lohosha, 2017) .
Taking these into account, the most likely to implement is the creation of an informal association of investigated enterprises in order to increase their marketing performance according to a functional and territorial principle. The territorial principle of association involves coordinating the agricultural enterprises' activities at the level of councils of the united territorial communities (UTC). In the context of the administrative and territorial reform implemented by the Ukrainian government, these structural units should receive the appropriate resource in the form of local tax revenues and be fully responsible for the social infrastructure of the territories, that is education, health care, services, etc. At the district level, only the community cooperation issues remain. Since in Ukraine a moratorium on free sale of agricultural lands is prolonged annually, one can expect that joint responsibility for the territory development will either lead to the gradual centralization of "effective" capital, that is, terminating contracts for the land lease for those agricultural enterprises that make the lowest tax payments in terms of one hectare in the UTC budget, or to forced coordination of their activities to obtain the maximum economic effect.
As of March 2018, there was no UTC created in Khrystynivka district. This is due to the presence of two views of local elites and officials as to the future administrative-territorial structure of the district. According to the first approach outlined in the perspective plan for the formation of the community territories of Cherkasy region, it is envisaged to create Khrystynivka UTC, which will include the city of Khrystynivka and five bordering villages. In this case, other territorial communities of the villages will be united with 2-3 nearest neighbors. Another point of view is defended by the current composition of the district council deputies. In their opinion, it is expedient to combine all the communities that are part of Khrystynivka district into one UTC. Regardless of which settlements between representatives of different communities as to the UTC creation are made, Ukrainian officials are planning to finish this stage of administrative and territorial reform in 2019. And those communities which until then are not unite voluntarily will be united forcibly (Sydorenko, 2017 (Sydorenko, , 2018 . Therefore, the UTC council will be the primary element to coordinate the activities of economic entities.
Given the heterogeneity of agricultural enterprises by specialization, land area, and volumes of commodity production, the main functional feature of such an informal association in the initial stages can be only sales activity. This will allow individual independent economic entities to form larger batches of homogeneous products and sell them at higher prices, as well as to save on the cost of storage and transportation of products. That is, the main purpose of their activity is to reduce transaction costs and obtain an additional premium.
CONCLUSION
The study analyzes the main trends, management and managerial efficiency of marketing performance of agricultural enterprises in Ukraine, as exemplified by farms of Khrystynivka district, Cherkasy region. The analysis showed that, regardless of the farm size and its specialization, marketing activity is mainly limited to the formation of short-term commodity policy and distribution policy, the effectiveness of which is significantly limited by the irrelevance of marketing information about the main market parameters. Other elements of the marketing complex are used randomly and fragmentarily, increasing overall marketing costs and generating no additional revenue.
A correlation-regression analysis according to the 2007-2016 data indicates that there is a relationship between the marketing costs and the profit of agricultural enterprises in Khrystynivka district of Cherkasy region. The determination coefficient is 0.733241, or 73.3%. Accordingly, revenue growth of 73.3% is due to an increase in marketing costs of enterprises. For the period 2012-2016, the efficiency of production and marketing for all of the enterprises under study varied significantly with the general tendency of its absolute value growth. This is due to the growing fluctuations of world food prices and the national currency rate, to which enterprises can only situationally adapt in the absence of a long-term development strategy and monitoring and forecasting system of environmental factors. Also, the efficiency coefficient of production and marketing in the context of individual farms by the same types of products varied considerably.
An analysis of the marketing costs distribution at the level of individual farms has shown that a significant part of them is aimed at promoting those agricultural products, the production of which the enterprise is mainly specialized in. In terms of other products, which serve to diversify risks within the existing commodity portfolio, marketing costs are minimal, which significantly reduces the profit from their implementation. At the same time, for a number of other enterprises in the region, these products are the main ones and significant marketing costs are directed at their promotion, which allows to benefit more from their implementation. The research allows to assert that it is impossible to significantly increase the efficiency of marketing costs in the short term at the level of a separate agricultural enterprise of the district. The formation and participation in horizontally or vertically integrated formal and informal associations of market participants are the main directions to improve the marketing performance management of agricultural enterprises in the short term. According to domestic practice, formal associations have not become widespread for a number of reasons, the main of which are conflicts of interest of participants due to their desire to maximize their own cash flow at the other participants' expense. In terms of reducing transaction costs and obtaining an additional premium from the sale of commodity products, the creation of informal associations within the united territorial communities is the most effective method in the short term, since all economic entities registered in their territory take joint responsibility for its social development. Determining the direction of improving the marketing performance management of agricultural enterprises in the long term requires further research on the formation of an optimal structure of marketing costs according to the main marketing complex elements, depending on the predominant specialization of farms.
